 Business-to-business (B2B): comprised of two major components, namely e-infrastructure and emarkets (i.e., virtual meeting places for buyers to interact with bidders such as websites). This was considered as the most vital division of e-commerce which consists of the transactions of goods and services between companies (i.e., manufacturers, suppliers, distributors, and retailers, etc.)
 Business-to-consumer (B2C): facilitated the buying and selling between producers and buyers and consists of two main markets, which were e-retail and e-banking platforms.
 Business-to-government (B2G) and government-to-business (G2B): executed the commercial transactions between public sector and private companies. In B2G, companies took on the activities for the public sector's benefit while in G2B, public authorities had a role in helping private companies with regards to legal frameworks and informing the private sector about opportunities for cooperation with them.
 Consumer-to-consumer (C2C): represented the transactions between individual buyers and sellers.
Global E-Commerce Market
There had been a significant expansion in global e-commerce since the mid-1990s thanks to the drastic increase in internet users over the last decade. According to Alhorr, Singh, and Kim (2010) , it was estimated that the number of internet users all over the world would be 1.8 million by 2012 and countries like China, India, Brazil, and Russia were forecasted to have the highest internet usage growth. In the second quarter of 2012, Asia was the region having the largest number of internet users, accounting for 44.8% of total users worldwide, followed by Europe with 21.5%. North America and Latin America took the third and fourth positions with 11.4% and 10.4% (see Exhibit 1).
In 2012, for the first time, the sales of B2C e-commerce reached $1 trillion after an increase of 21.1% and was forecasted to grow by 18.3% to $1.298 trillion in (eMarketer, 2013 . Regarding the regional scale, despite the sales of $364.66 billion in 2012 and the predicted increase of 12.2% to $409.05 billion in 2013, North America's share of global sales fell by 2% from 33.5% in 2012 to 31.5% in 2013 due to the remarkable growth in the Asia-Pacific region. Accounting for more than a third of total B2C e-commerce sales worldwide, Asia-Pacific's sales rose by over 30% to reach $433 billion from $332.46 billion in 2012.
The significant growth in e-commerce sales in the Asia-Pacific region was largely contributed by dramatic development of e-commerce in China, whose growth rate was 65 percent in 2013. In 2013, China was expected to take over the world's second largest B2C e-commerce market position of Japan with 14 percent of global sales. The growth potential in China was brought about by the rising internet penetration, blossoming middle class with high level of exposure to online shopping, consumerism promoting campaigns from the government, and the improved quality in infrastructure, products and services offered by online sellers and retailers (eMarketer, 2013) .
Vietnamese E-Commerce Market
Since 2000, in recognizing the importance of e-commerce in facilitating and managing trading activities, Vietnamese businesses in various industries began to develop business networks and electronic data interchange applications for themselves. According to Vu, in recent years, not only private businesses but the Vietnamese government had actively engaged in e-commerce by enacting regulations on e-commerce activities such as setting, promulgating, and promoting e-commerce standards regarding trade data interchange, electronic data interchange for administration, information processing and XML schema definition, etc. Most e-commerce activities were conducted under the regulations from the Law on the Electronic Transactions and the Law on Information Technology, which underwent significant changes and amendments since 2007 (see Exhibit 2).
In order to develop an effective and sufficient e-commerce system, it was initially necessary to build up a comprehensive and advanced infrastructure. However, there were still many hindrances in the framework for e-commerce in Vietnam and also The E-commerce market in Vietnam at present, despite its comparatively small size, is very dynamic and diversified, where a large share of the market is concentrated in some of the biggest companies. Among the 164 e-commerce service websites participating in a survey of VECITA in 2013, 60% of websites characterized themselves as e-shopping mall centers (online stores), 45% were classified as advertising, followed by group-buying (19%), forum (18%) and other (18%). Data collected from these e-commerce websites showed that 79 percent of them reported clothing, footwear and cosmetics to be the most purchased items, followed by computer, mobile and electrical equipment with 73 percent (refer to Exhibit 3 for more detail).
E-commerce markets in Vietnam were categorised into three main types namely online promotion websites, e-marketplaces and online auction websites, each of which was dominated by only a few players and was subject to substantial changes every year.
 Online promotion websites: According to VECITA in its Vietnam E-Commerce Report 2013, 38 online promotion websites taking part in its survey earned a total revenue of 774 billion VND in 2013. Among these, hotdeal.vn led the market with 54% share of the revenue, which was followed by muachung.vn and nhommua.com with 26% and 3% respectively. In terms of number of vouchers sold in 2013, hotdeal.vn also ranked first with 46% of the total 6,378 vouchers sold while muachung.vn and nhommua.com accounted for 24% and 14% each. However, it was noted that the number of vouchers sold by online promotion websites in 2013 decreased by more than 50% the 2012 figure (see Exhibit 4).
 E-marketplaces: This is the segment with the largest number of websites. In 2013, about 323 billion VND of revenue were earned by 116 e-marketplace participating in VECITA's survey. Leading websites in this segment were chodientu.vn with 29% of total revenue, lazada.vn with 22%, vatgia.com with 15% and ivivu with 14%. The composition of revenue of e-marketplace websites were charged by order (22%), Ads charge (20%) and membership fees (18%) (see Exhibit 5).
 Online auction websites: Total transaction value generated by 10 online auction websites surveyed by VECITA in 2013 was 5.38 billion VND. At the present, ebay.vn and 5giay.vn were the dominant players in this segment with 46% and 41% of total transaction value respectively (see Exhibit 6).
Couponing and Deals Businesses
The utilization of coupons as a method for boosting sales of new products started in 1887 when the Coca Cola Company penetrated the beverage market with a totally new type of drink. The coupons, which customers could redeem for a free glass of Coca Cola, were placed in magazines as well as sent directly to potential customers. In all, it was estimated that 8,500,000 free drinks were served between 1894 and 1913, when one of every nine Americans participated in the campaign (Coupon Company, n.d.). Thanks to this strategy, Coca Cola had become one of the most popular and favored drinks in the US. From this starting point, coupons came to be widely used in other industries and today, in the US alone, more than 2,800 packaged goods companies discounted their products by offering coupons.
In recent years, coupons were not often offered directly to customers by traditional means such as magazines and mail boxes. Otherwise, companies and retailers were more likely to use coupon websites, which possess a wide range of consumer contacts and their preferences thanks to their specialization. These websites were actually online advertising sites that promote group-buying deals using direct marketing.
In the process of creating a coupon, the websites initially launched a new offer, which was typically for a discounted good, service, or event, from a participating business. The offer was made available on the coupon websites and also sent directly to customers who had subscribed to the website or previously made purchases from that website, via emails in the form of daily newsletters. The deals might also be advertised on television or through social media. However, it was necessary for a certain minimum number of customers who bought the coupon to be reached before a deal was activated or otherwise the offer would expire. After a customer purchased a coupon, it would be sent to them by email and they could redeem the coupon at the participating business.
The website kept a portion of the value of each coupon purchased and transferred the leftover to the business. However, depending on the conditions and agreements between the business and coupon website, the business might receive its share on every coupon purchased or on only the coupons that were redeemed. Payment time was also flexible from site to site, which could be within 5 days of a deal having been activated, soon after the deal being over or 60 days after the deal had ended.
Most of today's coupon websites offer customers the option to share a deal on other websites such as Facebook, Twitter and email if they like that deal and some even provide rewards to customers who have successfully invited their friends to the site (Business and Industry Portal, 2013) .
Couponing in Global Outlook
According to Nielsen's 2011 Global Online Survey conducted on over 25,000 internet users in 51 countries, coupons were ranked second (48%) among the most popular saving strategies of global online consumers. North America and Asia Pacific were the regions with the greatest utilization of coupons with 65% and 55% of surveyed internet users respectively, while the US (66%), China (67%) and Hong Kong (65%) were the three markets with highest coupon usage as a savings method.
In the US, the coupon usage in 2010 was slightly higher than in 2009, with 80 percent of households using coupons across all retail outlets. Nonetheless, up to 70 percent of 2010 coupon purchases were made by only 13 percent of coupon-using households, which consisted of young, rich and enthusiastic spenders. In China and many Asian countries, simple price cut promotions with the support of leaflets and newspaper advertising was the dominant promotional strategy.
In Europe, even though 38 percent of consumers reported using coupons as a savings strategy, there was significant disparity in usage across the continent. In western and southern European countries such as Greece, Belgium, France, Spain and Portugal, no less than half of consumers purchased coupons while in Northern and Eastern Europe, coupons were less common and many retailers were not fond of that practice.
The utilization of coupons in Latin America, Middle East and Africa was not very prevalent in terms of offering discounts. The proportion of respondents from Latin America and Middle East/Africa reporting to use coupons was only 25 percent and 18 percent respectively. Meanwhile, volume discounts offered by retailers was the most popular price cutting strategy in the Middle East. Despite this, leaflets and newspaper promotion were getting more attention from consumers and triggering store visits as well (Nielsen, 2011) .
Outlook for Couponing in Vietnam
Despite its popularity in the world, coupon businesses took their first step into the Vietnamese market only in the second quarter of 2010. However, it quickly became one of the fastest growing businesses with more than 97 companies competing in the voucher and coupon business by the end of 2011. Nhommua.com, one of the earliest participants in the market that was financially and technically supported by an experienced global coupon player, Rebate Networks (Germany), achieved an unprecedented 80,000 customers in only two months of operation with thousands of coupons and vouchers sold.
At present, the coupon business model was not only applied in traditional multi-product coupon sites such as food and drinks, entertainment, travelling, and consumer goods, but was also expanded to specialized industries such as books and real estate. For example, customers who bought in groups would be entitled to attractive prices if the volume required by merchants was reached (PC World Vietnam, 2011) .
The speedy growth of the coupon market in Vietnam also imposed problems. Firstly, the costs of establishing and maintaining a coupon business were mainly concentrated in the sales team and marketing efforts. However, the problem arose when Vietnamese customers were not accustomed to electronic payment methods, which resulted in the increased costs of building an effective delivery and payment collecting team. For instance, the number of employees in the three largest coupon websites, namely, Hotdeal.vn, Cungmua.com, and Nhommua.com, was around 300 to 500. In addition, because of the intense competition in the market, marketing expenses of coupon businesses were extremely high, accounting for approximately 50% of their total expenditures. However, the effectiveness of traditional marketing strategies of coupon businesses such as emails and social media had become questionable because of the fact that customers now could make purchases with many coupon websites at a time and their mailboxes were usually flooded with advertising newsletters from these websites.
Another problem with the fierce competition in Vietnamese markets was the quality of the deals offered by coupon websites. Many coupon companies were competing in making heavily discounted deals with less focus on checking the quality as well as the authenticity of the deals, leading to many coupon websites flooded with cheap offerings of obsolete or poor quality inventories from merchants. As a consequence, customers' satisfaction and belief in the coupon business model were being ruined.
In 2012, however, after a series of controversies in this market segment that ended up with the resignation of Tom Tran as managing director of nhommua.com, which subsequently led to the shut down of a number of coupon websites, there had been a re-map of the Vietnamese coupon market. Hotdeal.vn took this chance to take over the market leading position of nhommua.com and in order to compete with Hotdeal.vn, cungmua.com and nhommua.com went into a merger in late 2013. According to Vann from Mox Deals, the problems of nhommua.com which caused it to lose market share to hotdeal.vn and with other coupon websites was their inability to control their liabilities and their internal conflicts. 
Mox Deals Vietnam Company Background and History

Mox in E-Commerce Industry
Under the E-Commerce segment, although Mox generally provided trade, media, and online shopping in the area of "white label deal platforms and deal portals", its operations in different countries made the company localized to fit their targets in different ways. For instance, Mox Deals Singapore and Vietnam mainly provided deals in products, food, beauty, and holidays by offering heavy discounts of up to 90%. Mox Germany offers an online fashion store and Mox UAE is a premium online web shop selling highend products under the name "MoxIt".
Mox Deals Vietnam ran on Mox's unique and specifically developed and established couponing-ERPplatform, which was already in use in the UAE and now in Vietnam. Many different features as well as individual possibilities of involvement of customers and dealers delimit Mox Deals from the competition. One essential distinctive feature was the connection of Mox Deals platform with the Vietnam banking system called "Smartlink". This allowed customers to pay Mox Deals with local bank cards.
As of early 2014, Mox Deals offered its E-Commerce service in five countries including UAE (www.moxit.com), Singapore (www.moxdeals.sg), USA (www.moxdeals.us), Germany (www.moxshop.de), and Vietnam (www.mox.vn) . Moreover, it planned to expand to Turkey, Malaysia, Thailand, and Saudi Arabia in 2015.
With a 70 person staff in the Ho Chi Minh City branch, although Mox Deals was not ranked as one of the top 5 coupon and deal websites in Vietnam, it had the highest growth rate and its traffic growth was 250% every month.
Mox Deals' pricing model consisted of two types depending on the products. For example, Mox Deals often added margins to the net price received from vendors for fashion items, while electronic products were usually priced through commissions from goods sold.
In order to avoid the problem faced by nhommua.com, it was Mox Deals' policy to pay suppliers directly by cash. Futhermore, unlike other coupon websites whose revenues were mostly from urban areas, Mox Deals focused on suburban and rural areas from where 65 percent of its revenue was generated. This was achieved thanks to their strategic agreements with delivery partners in order to best satisfy its customers.
Mox Deals Vietnam Products
Since its establishment, Mox Deals Vietnam mainly offered discounted deals which were generated daily. Its main product categories included services, travel, fashion, books, and gifts.
Unlike Mox Deals® in the United Arab Emirates, deal vouchers or product deals were often delivered by motorcycle couriers. At the same time, the majority of the money for sold deals was collected from the customers using the method of "Cash on Delivery", which is very popular in Vietnam due to the fact that Vietnam is still a "Cash Society". However, the delivery service and cash collection on delivery were outsourced to distributors such as Viettel Post and VNPT Post.
In March 2013, Mox Deals Vietnam had over 4,500 products and services from approximately 2,000 suppliers. Vann said that he was planning to diversify Mox Deals' offerings to other categories besides the voucher business. He continued by stating that it was common for an e-commerce business to specialize in one segment and now Vann wanted to combine all three e-commerce segments together and also added one more service, which was event ticket distribution or ticket master. There was currently no official ticket selling website and Vann tried to exploit this new segment. "We try to arrange every month or half month one large event and Mox Deals will be responsible for the whole process from online promotion to ticket selling", Vann added. Mox Deals was now preparing for 2NE1 Galaxy Stage in Vietnam Event and there would be two more of these events to come in the coming months (see Exhibit 7).
Mox Deals Vietnam Promises
Mox Deals Vietnam differentiated themselves from other players in the market in a variety of ways.
For consumers, Vann stated that quality control was very important. Over 70% of Vietnamese consumers have negative impressions about couponing businesses as there were a large number of fake products in the market and it was difficult to determine whether the products were genuine when they chose to buy from websites. Many coupon and deal websites focused on offering products at the lowest price and may not have checked merchant's products carefully. At Mox Deals Vietnam, Vann and his team held sales and sourcing meetings every morning to evaluate not only the products but also potential suppliers' backgrounds. For instance, a spa service provider must be able to verify that the number of beds was sufficient, the level of services must be up to the standard, the location of the establishment must be safe and clean, and all the staff must be professional and qualified. The pictures of products and services shown on the websites are often taken by Mox Deals and not from the merchants or service providers themselves.
Moreover, Mox Deals customer service team operated 24/7 to answer inquiries or to handle customers' requests through both call centers and online chat with clients directly from its websites. Customers also enjoyed nationwide delivery as well as guaranteed secured transaction processes.
Mox Deals operations were fast and efficient. When a new product or vendor was introduced, it only took a maximum of 4 days to be ready in the deals pool. Once an order was received, sales team would confirm twice by calling the customers after the order was made and before it was delivered.
In addition, Mox Deals payed its vendors daily based on the number of sales made during the day unlike most deal websites.
In June 2014, Mox Deals had started an installment payment plan which allowed customers who made payments by Sacombank credit cards to bear no interest on the purchase or to buy their desired items only with a small initial deposit and to pay the rest amount by monthly installments through the Consumer Financing Program offerred by HD Bank.
In early July 2014, Mox Deals Vietnam launched a new website specializing in branded products. These products were imported from Mox iT Dubai where the products' quality and origins had been carefully checked and tested.
In terms of technical upgrades and maintenance, Mox Deals' servers were controlled by the headquarters, which had expertise in telecommunications, so its systems were always ready to meet the traffic demand from the customers.
Thanks to these unique characteristics, Mox Deals Vietnam experienced a very low rate of goods returned (maximum 6%) in comparison to other companies (around 25%). 
Vann Le-Usami
New Concept: Mox Mall
Due to saturation in the online couponing businesses in Vietnam and fast growth in the online market place as well, Vann decided to provide a better online value proposition to Mox Deals' customers. With the same concept as shopping malls where department stores are combined with outlets or super discount stores, Vann considered creating an online shop that combined coupons and deals on the same website, which would be unique in Vietnam.
In Vann's vision, he planned to divide the Mox Deals Vietnam website into roughly 65% regular shops and 35% deals in this hybrid model. This new platform allowed Mox Deals to provide both more products and more types of products to make it a one-stop shopping experience. The new system used the same platform as Mox Deals Germany, but had 70% customization in order to fit the Vietnam market.
Vann planned to launch the new Mox Deals platform on April 12, 2014 (see Exhibits 8 and 9), when the company would organize BeatFest, a music festival promoted on Yan TV (Vietnam's equivalent to MTV), where there would be over 80 musicians, celebrities and DJs (see Exhibit 10). He expected to have over 50,000 product titles from 4,500 vendors by the end of April, 2014.
The Decision
In order to compete with longer established deal websites like Nhommua, Hot Deal, Runhau, and many others, Mox Deals Vietnam needed a clear Online Value Proposition. While the couponing business in Vietnam was stagnant and Vietnamese consumers doubted the quality of products and services bought from deal websites, Vann decided to try launching the new Mox Mall, which combined the web shopping and deals in certain products and services targeting average to high-end markets.
The next considerations for Mox Deals Vietnam would be the risks and rewards involved in developing into this hybrid model and whether or not this would be the answer to compete in the online Vietnam marketplace. Moreover, with the increased number of products offered on the Mox Deals Vietnam website, it would be a challenge to maintain the quality of its products and services.
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